The main objective of this research is to measure and determine whether perceptions, attitudes and expectations of consumers towards Halal certified products differ according to their socio-demographic characteristics. The research is therefore quite critical in terms of donating ideas on the perceptions of Muslim consumers towards Halal certified products. The research tries to identify factors that may contribute to Halal branding or halal certification by using factor analysis. The findings of the research show that there are 6 factors that can promote to Halal certified product awareness which are promotion, place, attractiveness and quality, halal certification, price and market demand respectively.
Introduction
Consumers can be under the influence of a number of factors when buying. Particularly, if the product they buy is a food one, they are then more sensitive and more critical. Consumers are no longer just interested in the food products they consume; but rather, they would like to examine and learn the preparation of the products and the additives the foods contain. In this context, there are some characteristics that the products should have so as to be bought especially by Muslim consumers. That the foods must be halal for some Muslim consumers comes first without any doubt. That is to say, halal is indispensable for the Muslim consumers' living standards. In particular, a man/woman acknowledging that he/she is a Muslim wishes to know the resources of foods and drinks, their production methods and which additives they consist of. Namely, the piety is effective in high level in the process of not purchasing any pork product (Özdemir and Yaylı, 2014: 185) .
In the studies conducted on consumer behavior, it has appeared that the religious belief of consumers is associated with the consumption behavior of consumers (Swimbergh et al., 2009: 340) . When the concept of halal product is mentioned, ''products which are not prohibited by the religion and manufactured in accordance with the rules of the religion'' come to mind (Torlak, 2012: 2) . The concept that appears in the minds of consumers is mostly halal food and when the halal food is mentioned, meat and meat products come to mind. The following verses about the meat is quite illustrative in Holy Quran: Prohibited to you are dead animals, blood, the flesh of swine, and that which has been dedicated to other than Allah , and [those animals] 
killed by strangling or by a violent blow or by a head-long fall or by the goring of horns, and those from which a wild animal has eaten, except what you [are able to] slaughter [before its death], and those which are sacrificed on stone altars, and [prohibited is] that you seek decision through divining arrows. That is grave disobedience. 3 (Surah Al-Mā'idah 5/3). In another verse; HE has only forbidden you what dies of itself and blood and flesh of swine and that over which any other name than that of Allah has been invoked (Surah An-Naĥl 16/115). 4
However, the concept of halal product is not just about meat and meat products. In this context, it should be kept in mind that the baked goods should also be lawful. Moreover, foods shall be composed of products which do not include any alcohol and alcohol derivatives alongside pork and pork products.
In Islam, the God has declared all things that are forbidden for HIS servants. In other words, Islam has set certain criteria to determine whether a food product is halal (Dali, et al., Ibid, 4) . These are:
1. All the used foods and materials in food production must be halal.
2. Cattles and goats which are regarded as halal must be cut in accordance with Islam; and the cutting should be carried out by a Muslim who does not have any mental problem, with a sharp knife without being cruel to animals slaughtered.
3. The halal food should not be mixed with those suspected ones concerning their not being halal, and they should be kept away from the unlawful products of dog and pig during storage, handling, cooking and service.
Halal Logo in Products
Another issue that is important for consumers on the food products is ''halal logo''. Namely, halal food not only means the cutting of an animal in accordance with the principles and orders of a religion, and foods which are composed of beverages and foods not containing any alcohol, it is also the standard imposed on food and food processing process. In addition, halal food is regarded as more reliable, more healthful and has better quality. In this context, halal food is a concept that needs to be addressed in the light of scientific values.
The usage of halal logo has become an important criterion in the phase of evaluating the reliability and quality of food for both Muslim and non-Muslim consumers. As in the example, halal food requirements encompass such many traditional food quality standards as ISO9000, Quality and Healthy Practices (GHP), Good Manufacturing Practice (GMP), veterinary examination, the Codex Food Hazard Analysis and Critical Control Points (HACCP). In this context, the sectors that provide and apply halal food requirements produce more quality products when compared with the 2 Here, the ''apple'' is seen as a symbolic meaning for some religious scholars and it is thus important to illustrate the concept of halal.
For further information: Encyclopaedia of Islam Religious Foundation of Turkey, Volume 16, Fisk is defined as violating the ban and religious orders of Islam religion. To see more, Fiqh, 1996, Volume 13, pages 37-38, Ali Şafak; Hadith, 1996, Volume 13, pages 38-39, Emin Aşıkkutlu 4 It is forbidden to eat dog, pig and any dead animal which is not cut according to the Islamic rules. To see more, Abdurrahman Jazeera, the Islamic Fiqh by Four Sects, translated by Mehmet Keskin, Cagrı yayinlari, Istanbul, 1989, 49, 5/3 sectors enabling and performing only food standarts (Teng et al., 2013: 90) . Halal products may become more popular for non-Muslims, besides when the community realizes that halal products are healthier, more quality, environmentally friendly and they may increase the social welfare in the society, the consumption of all these products can go up among aforesaid consumers.
According to the report issued by Canadian Agriculture Food and Commercial Services in 2008, there is serious demand for products with halal logo among both Muslim and non-Muslim consumers and this is seen in countries which are both Muslim and non-Muslim ones. Similarly, non-Muslim Russians can show a tendency to shop in stores and shops run by Muslims. Because the Russians believe these products are fresher, more reliable and contain less bacteria and germs inside. Furthermore, they esteem that Muslims are very closely connected to their religion in which ''deception or inducement'' is strictly forbidden, and they thus rely on any product they receive from vendors in the Muslim consequences. Accordingly, the non-Muslim consumers in Philippines tend to prefer products with halal logo as they consider them to be healthier. That's to say, Filipino consumers think the product with halal logo is reliable and can therefore be consumed. A study conducted in Malaysia whose population is 24 percent of the Chinese population, 8 percent of Indian, has shown interesting results. Chinese and Indian consumers do not pay attention to whether they buy products lawful according to the religion. However, they can tend to consume products with halal logo as they consider the advantages (healthy, clean) provided by the consumption of them. Because they know the products with halal logo are subject to serious investigation (Golnaz, et al., 2010: 667-674) .
Similarly, in another study carried out in Malaysia has shown that consumers have more confidence in the products with halal logo, and thus they purchase these ones. This sensitivity shown by consumers has been instrumental in the emergence of halal logo. Namely, Malaysian Islamic Development Department (JAKIM), was established on 1 January 1997 by the Malaysian government (www.islam.gov.tr). While Malaysian consumers pay so much confidence on this unit's halal logo, they do not esteem halal logo as much issued by different units (Golnaz, et al., 2012: 33-42 ). Yet another study conducted in Malaysia has revealed interesting results regarding products with halal logo, the perception of these products by consumers and their awarenesses. In other words, while 94 percent of the consumers participating in the study have an idea concerning the products with halal logo, only 6 percent of the consumers buy these products continuously. In addition, those who do not control the halal logo imposed on the products they buy are 45.9 percent (Teng et al., ibid, (97) (98) . One of the reasons that the consumers do not control the halal logo is that they live in a Muslim country, and thus they accept all the products (foods) which are produced and sold in that country as halal unless otherwise stated by the competent and relevant authorities (Dali et al., ibid, (5) (6) . Similarly, Muslim consumers assume that food products they buy are halal when they buy them from Muslim sellers, especially when the sellers wear headscarf or hat, which are mostly worn by Muslims (Zakaria , . ibid, (608) (609) . In short, consumers would avoid the responsibility if the products they buy bore halal logo.
Halal Product Certificate and Its Justification
Another thing that consumers consider when buying food products is halal certificate. Especially, the importance of halal certification is increasing significantly in food products world trade. With the increasing awareness of consumers belonging to the Islamic religion, those products having halal certification are gaining advantages over non-halal food products in the world market (www.gmka.org.tr). Halal certification is an important and necessary application to produce acceptable and consumable products for Muslim consumers. Then, this case includes millions of people who prefer halal products in addition to 1.6 billion Muslim consumers.
The main organizations providing halal certificates in Turkey are GIMDES, TSE, World Halal Union, HELALDER and HEDEM (www.helalplatform.com). There are four main premises in the insurance of halal certificate. These are Islamic conditions, legal requirements (health suitability), documentation and control (www.etikadanismanlik.com).
While halal certification is extremely important for consumers looking for halal products, it has unfortunately been a new source of income for frauds, as halal product market is growing rapidly and it is claimed to be $ 2 trillion. That is to say, halal certificate can be given very quickly at a price ranging from 5000 to 10.000 dollars and those certificates given by so-called bagmen may not be controlled due to legal loopholes (Sabah Newspaper-Economy, December 9, 2011).
Another problematic issue regarding Halal Certification is that these certificates are increasingly entering into the capitalist system. With the help of these certificates conferred with commercial concern and for marketing purpose, consumers are expected to raise awareness regarding halal and qualified products. When buying goods, consumers buy indeed a product bearing a symbol. This condition allowed symbols and indices to affect consumers; and they caused consumers to focus on icons and symbols the products carry rather than the substances they contain (Ameur, 2011: 88-89) .
Lastly, that the those organizations or companies whose centers are not in Islamic countries give halal certificate and those, who are non-muslims in particular, only donate certificates as a specialist organization would not be very reliable and accurate. Besides, those organizations or institutions which will provide the halal certificate shall not be engaged in any food manufacturing plant or food product companies by themselves nor by their relatives (Batu, 2012: 53) . Halal certification process must be extremely sensitive and no halal certificate shall be granted to the agencies and organizations unless necessary checks are carried out.
Halal Certification
Halal certification shows whether a product is halal. This document is a certificate given to the companies wishing to sell halal products, by institutions with required permits, equipment and experience.
Halal Certification in the World
In many parts of the world, several Islamic institutions, associations or foundations prepared various specifications in order to be sure what they eat and drink. The Islamic Society of North America, which is one of them, is a non-governmental organization which was founded in 1963 as a result of individual efforts of Muslims living in Canada. The work of these institutions started to bear fruit. Firstly, American and Canadian Muslims documented halal standards and they moved on to make new studies on halal subject. They also have signed up many studies on this subject so far. Another organization regarding this subject is IFANCA in the USA. IFANCA, founded in 1982, has been working about halal products ever since. One of the services provided to consumers by IFANCA is that it enables third-part certification as well. (Batu, ibid, (57) (58) .
Halal Certification in Turkey
In Turkey, researches related Halal certificate, though it could be seen beforehand slightly, emerged a little more markedly in the 1970s. Specifically, they started with the non-consumption of margarine and supported buying meat from religious butchers. Muslims became more cautious by not eating meat dishes in every restaurant. They also paid great attention even when buying toothbrushes due to their possibility of having bristle. In 1990s and in the early 2000s, halal-haram food lists and their E codes began to be published in different websites. Association and foundation work began to be created on this issue in the mid-2000s. Thus, non-governmental organizations were established to create halal food production and certification. With the idea that it would not be enough, the same group of volunteers founded GIMDES, whose main aim is to search for halal and healthy food for Muslim consumers and provide halal certificate for those products as an assurance for both market and consumers. GIMDES has been carrying out studies on this subject since 2005. At first, it worked various publications with the aim of formation of consciousness about this delicate topic. After it had been accredited by national and international organizations in 2009, it started giving halal certifications. In addition, The Turkish Standards Institute (TSE) has also a study in this regard. Halal food gained a public identity in Turkey through TSE in 4 July, 2011 (Batu, ibid, (58) (59) ).
In the examination carried out by at least two experts from Religious Affairs Directorate and TSE, plant examination reports, entry checklist, halal food certification sheet for the product groups, the checklist for slaughter, testing requirements are used. In the halal food examination, competences related to general examination and testing, the necessary conditions for the production site and certification procedures are sought. These include:
1-The examination and information regarding the test for the certification, 2-Manufacturing site examination requirements, 1. Conditions for the production facility, 2. Requirements related to the production equipment, In the preparation of documents used in the review, SMIIC Standards, ISO 22000 Food Safety Management System standards, Turkey legislation and Turkish Standards are taken into consideration. (Gündüz, 2013: 399-400) .
Food Additives in Halal Products
Nowadays, food additives are classified as preservatives; substances that protect and develop structural properties of foods; colorants and aroma developers; sweeteners; flavor-boosting ones; those which protect and refine the nutritional value of food. Again, these additives are classified as A, B and C lists with the toxicological studies by organizations such as CAC and JECFA. Those additives, which are recognized reliable when followed all the rules which are put forward by ADI and NOAEL, make up a list. Additives about whose studies and reviews are yet unfinished are listed in the list B. The C list includes those additives which are harmful to be used. If lard and blood, which are considered forbidden by religion, are used when preparing those additives and then if those additives are added to the halal products, all the halal products which were permitted until those additives were added themselves, shall unfortunately be forbidden ones. Similarly, if foods are cooked with additives that are prepared by using alcohol, they shall be forbidden once again, for alcohol is also recognized as forbidden by Islam religion. (Çayıroğlu, ibid, 321-387) .
The use of food additives is extremely important. Because the additives which are added to foods may jeopardize their being halal. Therefore, there are some issues to be considered in the use of food additives. These are: (Yurttagül ve Ayaz, 2008: 8) 1-They should not be harmful to human health and they should be determined by the law as well.
2-Technological requirements should be included in use.
3-They should be used in permitted foods and in permitted amounts. 4-They should not reduce the nutritional value of food. 5-Food additives must be used not to overshadow the bad quality but to protect the quality.
Halal Food Market
"Halal Food Market" is rising rapidly in the world market. The actors of this market are Indonesia, Malaysia, the United States and the Gulf Arab countries. The present value of Halal food market is estimated as 850 billion US dollars, while all halal market is estimated to be around 2 trillion US dollars. Only 10 percent of this market seems to be realized. Especially that the market value of KOSHER, which is the halal certificate of the Jewish community whose population is 15 million people, is $ 250 billion describes how important this market through the world (www.gimdes.org).
Halal marketing has become increasingly important, especially in European countries. For instance, halal product market in France has increased between 10 and 20 times since the early 1990s (Bergeaud-Blackler and Bonn, 2005: 3) .
The demand for Halal food is increasing all over the world, yet especially in Middle East, Southeast Asia, North Africa, America, Europe, Canada, and Australia. Halal product market is one of the fastest growing markets in the world. There are 1.6 billion Muslim consumers who constitute 23 percent of the world population. 60 percent of them live in Asia, 20 percent of them live in the Middle East and North Africa. In addition, 300 million Muslims live in minority status in several countries. There are 38 million Muslims in Europe, 8 million Muslims in the USA, and about 1 million Muslims in Canada (www.gmka.org.tr). In this context, the global halal food market is already $ 600 billion and is expected to grow at an annual rate of 20-30 percent (Soesilowat of 2010: 151).
As for Turkey, halal food market is expected to rise to 237 billion dollars in 2018. According to the statement of DinarStandard, the reason for this is that Islamic economy, especially halal food / lifestyle sectors (fashion, tourism, pharmaceutical, cosmetics and media / entertainment) have begun to develop globally (www.hurriyet.com.tr).
Some of those countries involving in the halal market by forming Halal certification standards or giving halal certification are as follows: the USA, the UK, Switzerland, Canada, South Africa, Australia, Malaysia, Indonesia, Thailand, Singapore, China, the Philippines, India and Turkey (www.gmka.org.tr).
Dr Hüseyin Kâ mi Büyüközer, president of GIMDES, said that the largest share of halal certified product exports is shared among such countries as Brazil, China, Australia and Europe no matter how high is the number of countries giving halal certificate (www.dunyagida.com.tr).
A Study to Determine Consumers' Attitudes and Expectations for Halal Certified Products and Their Perceptions of Halal Certified Products, Isparta Province as an Example

Purpose and Scope of the Study
Halal product is no longer just a religious concept, for it has already begun to be accepted as a commercial concept. In addition, halal product market is increasingly and rapidly growing. In order to get greater shares of this rapidly growing market, businesses thus need to understand the perceptions, attitudes and expectations of consumers regarding the halal products. Should the businesses realize how significant to comprehend the desires and anticipations of consumers to make them buy halal products, they do nothing but give their best to satisfy the consumers. The estimated market volume of halal products is 850 billion US dollars, and it can be 2 trillion dollars in total Halal Market. However, only 10 percent of this market seems to have taken place. Namely, halal products and services cover a wide spectrum of products and service lines ranging from personal hygiene products to the food. And in this humble study, emphasis will be given mainly to the food industry because when discussing about Halal, this food industry shall generally be the first to be paid attentioned and thus analyzed
The aim of this study is to define consumers' perceptions of halal products, attitudes, and expectations and to identify whether the consumers' perception of halal products, attitudes, and expectations differentiate according to their socio-demographic characteristics. Within this study, the perceptions, attitudes and expectations of consumers living in the central province of Isparta were investigated. The study was conducted on consumers living in the central province of Isparta due to time and financial constraints. In other words, this study covers only local people living in the city center of this province who were available to make contact with whom a contact was possible to make. Therefore, it is not possible to generalize the results of the study among all consumers and across the country.
The Importance of the Study
Today, about one-fourth of the world population consists of Muslims, which means a huge market for those looking for ways to sell halal products all in all. This figure is expected to rise up to 30 percent by the year 2025 by population experts. That the Muslims act under the influence of their religious beliefs when purchasing something makes halal product market increasingly important. Besides, because non-Muslims opt for halal products as they think that halal products are more hygienic and reliable, this halal market can grow more. Namely, for some consumers, though they are not Muslims, to consume a halal product especially if it is a halal food is quite significant in that halal products/foods are healthy and the consumer needn't be Muslims to buy and consume halal products. This study will hopefully give a rise for the further academic studies as there are not enough studies concerning this delicate topic. Besides, with help of this study, the perceptions, attitudes and expectations of consumers will tried to be understood in order that businesses may set clear-cut targets so as to get a share of this huge and growing pie. Because halal market is a new yet non-ignorable market for those businesses seeking to expand their borders and looking for ways to earn more.
The Model of the Study
The sample of this study includes people living in the city center of Isparta province. The participants of this study were chosen randomly and the questionnaire study was conducted by using convenience sampling method.
Descriptive research model was used in this study. Besides, factor analysis, reliability test, T-test, anova and KMO tests were conducted in the study. According to the research model; perceptions, attitudes and expectations of the consumers, who are within the scope of this study, will be measured and will be tested whether all these perceptions, attitudes and expectations differ according to socio-demographic characteristics of consumers.
Data Collection Tools
A multiple-choice form consisting of three parts was used in the questionnaire study. The study reached to 476 participants. 47 question forms were not evaluated because of various reasons. The evaluation was performed (conducted) on the other 429 question forms. Following the entry of data to SPSS 15,0 statistical packet software, descriptive analysis and hypothesis tests were made. In the first part of the questionnaire, questions were asked to determine the socio-demographic characteristics of consumers. In the second part of the questionnaire, general questions were asked to determine the consumers' attitudes on halal products. In the last part of the questionnaire, consumers were asked to evaluate the products with halal logo. Overall, a questionnaire form was tried to be generated using the data obtained in the light of literature search. 5 This scale was adapted for Turkish consumers. Afterwards, a pilot study was practiced on 40 people with these questions and some corrections were made in the latest version of the questionnaire form. After a short statement on the subject, questionnaires were distributed to the consumers and then they were collected after having been filled out by them.
Tested Hypothesis in the Study
Socio-demographic variables are usually among the potential factors affecting consumer attitudes and expectations. It is therefore not surprising that these variables are used and tried to be measured in many studies. In this regard, the hypothesis of this study is ""Consumers' perceptions of halal products, attitudes and expectations differ according to their demographic characteristics."" There are 212 female and 217 male participants in the study. The largest group is 18-25 age group with the number of 195 participants in the classification of consumers according to age groups. While the number is 212 for the marrieds, it is 260 for the singles. It is seen that the graduate degree comes in the first place with 183 people according to the education level of consumers. 500 -1500 Turkish Lira of income seems to be in the first group with a number 147 according to the income level of consumers. According to the results obtained from the descriptive analysis of the survey demographic characteristics of the consumers are given in Tab. 1. 1 I buy the halal products through newspaper advertisements ,859
Analysis of the Study
2 I buy the halal products through the radio and internet advertisements ,913
3 I buy the halal products through brochures and banners ,840
4 I buy the halal products through TV advertisements ,787
Factor 2 -PLACE 10,172 ,799
8 I always buy the halal products at the restaurants I go shopping ,714
9 I buy the halal products at the groceries ,720
10 I buy the halal products at the markets ,852
11 I buy the halal products at hyper markets ,757
Factor 3 -ATTRACTIVE AND QUALITY 7,461 ,710
12 Halal products in the market are in good quality ,775
13 34 SMEs halal food product manufacturers are more willing to give consumer discount when compared to the large companies ,519
Total Varience
62,272
In the Tab. 4, the items were subjected to the factor analysis and the results of factor analysis were given. According to the results of the factor analysis, 6 factor sizes emerged. Factors sizes were given below. From this analysis, we can say that there are 6 factors which may influence the consumers to buy Halal products. In the Tab. 5, mean and one-sample t-test results of attitudes of consumers towards halal products were given. The mean size of the determinants of consumers" attitudes towards halal products and one sample t test results were given above. Considering the mean values, and t-test results, while consumers have negative views on the factor 1 (promotion) and factor 5 (price), they have positive opinions concerning factor 4 (halal certification) and factor 6 (market demand). However, consumers are unstable-undecided-for factor 2 (place) and factor 3 (attractive and quality). In the Tab. 6, t-test results of consumers" attitudes towards halal products by gender were given. According to the data, there are no differences among all the factor groups according to the gender. In the Tab. 7, anova test results of the consumers' attitudes regarding halal products according to their incomes were given. This analysis was conducted to test whether the attitudes of the consumers differ towards halal certified products according to their incomes. All factor sizes showed no differences. In the Tab. 8, anova test results of the consumers' attitudes regarding halal products according to their ages were given. This anaylsis was performed to test whether the attitudes of the consumers' differ towards halal certified products according to their ages. Differences of opinion emerged only in halal certification according to consumers' ages. There were differences in the opinion in factor 4 (halal certification) among young and middle-aged consumers. In the other factor groups, no differences appeared. In the Tab. 9, anova test results of the consumers' attitudes regarding halal products according to their education levels were given. This analysis was done to test whether the attitudes of the consumers' differ towards halal certified products according to their education levels. According to the analysis, there appeared differences in the opinion regarding promotion, place, and halal certificate and price sizes. Differences in the opinion were observed between those whose education level were the lowest and the highest. There were no differences in the opinion concerning attractiveness and quality and market demand. In the Tab. 10, t-test results of consumers' attitudes towards halal products by their marital status were given. According to the data, there are no differences among all the factor groups according to their marital status. In the study, that the reasons for consumers' consumption of halal products and their opinions about products with halal logo were also tried to be determined. The results were shown in the Tab. 11.
The mean and one sample t test values about the reasons for the consumption of halal products of consumers were given above. Considering mean values, the item ''I consume halal products because I'm Muslim'' is the most accepted item in Turkey among the consumers. It is therefore be concluded that for the consumers in Turkey, religion is quite significant and they thus pay attention for the products they consume. In other words, being a Muslim means consuming halal products and so Muslim consumers in Turkey should purchase halal products as requested by their religion when they go on shopping. Besides, the item ''I consume halal products because I think it is ethically appropriate'' and the item '' I consume halal products because I think they are better quality'' are also accepted items by the consumers. Therefore, it can be inferred that consumers in Turkey buy halal products, for the halal product is also ethically suitable and better quality for the consumption in addition to being accepted as suitable for the Muslim consumers. However, the items ''I consume halal products because they are cheaper'' and ''I consume halal products because they can easily be found'' are not as much accepted as the item mentioned above, that's, they are not regarded as much important concerning the consumption reason. The preservatives used in halal products may be accepted by consumers 469 3,3902 1,28235
Production phase of the product is very important in determining whether the product is lawful 473 4,4228 ,94042
In the Tab. 12, mean and one-sample t-test results towards consumers' evaluations for halal consumption were given. Consumers have abstained, that's noncommittal, opinions on the products with halal logo in the items which are ''I ask the seller whether the product is halal if it does not have Halal Logo'', ''Halal Logo is an instrument that is used purely for marketing'' and ''The Halal Logo has lost its influence on secular societies'' respectively. However, consumers are involved in all other expressions.
Discussions and Policy Recommendations
In this study, what the perceptions, attitudes and expectations of the consumers towards halal certified products are and whether these perceptions, attitudes and expectations differ according to consumers' demographic characteristics were investigated. According to the obtained reliability test results, the attitude scale (Cronbach's Alpha) value is (0.909) and it is quite high. Besides, Kaiser-Meyer-Olkin Measure of Sampling adequacy value reports the amount of variance created by the shared variables. As can be understood from KMO value, which is 0.869 in this study, the used data is appropriate for the factor analysis. According to the factor analysis, there appeared six factor sizes in this study, which is fewer when compared with the one conducted in Malaysia by Dali and et al. (2008) . A number of reasons can be given for this. First, this study was conducted in Isparta, Turkey and so it is quite usual that there can appear some different opinions regarding the halal food and halal certification. Second, it can also be stated that there has not been enough awareness concerning halal food and halal certification in Isparta. Third and maybe the most striking one, if a food is considered halal, then it is already clean, its sample is already tried which are factors that emerged in the study conducted by Dali and et al. 2008 . It is thus normal that all other 5 factors did not emerge in this study.
According to the tested hypothesis of this study ""Consumers' perception of halal products, attitudes and expectations differ according to their demographic characteristics"", there appeared no differences concerning the consumers" marital statuses, genders and incomes. It is hence can be said that for those socio-demographic characteristics the hypothesis was rejected. However, there appeared some differences of opinion about the halal certificate among middle-aged and young people. Furthermore, it is education level which creates significant differences in the socio-demographic characteristics. There appeared differences of opinion in all factors other than factor 3 (attractiveness and quality) among those whose education levels are low and high.
This study also tried to determine why consumers use halal products in Turkey. Religious belief ranks the first among those reasons. Furthermore, the belief that halal products are ethically appropriate and better quality is also another important consumption reason for consumers.
Consumers generally have positive opinions regarding products with halal logo. In this study, there appeared a preference and a prominent tendency to request products labeled halal logo among consumers. This shows it is important for the businesses to use the halal logo on the products they sell.
Halal sector in Turkey is growing each passing day in line with the growing demands of consumers which is enough for the businesses to pay attention to this humble new blue ocean market. In recent times, the ads made in this regard and the number of news regarding this topic show how important this blue ocean can be for the businesses in the near future. One way to be successful for the businesses running or will be operating in this sector in the future is that they shall comply with the wishes and needs of consumers. In this regard, it is important to learn the perceptions, attitudes and expectations of consumers' towards halal products, for the halal certification may provide the businesses with benefits in order to have a say and therefore to get more profit which is the most striking aim of the businesses.
This study is believed to guide both general public and businesses regarding this blue ocean market in which halal certificate or halal logo could be vitally important. This study is also regarded to be helpful for the further academic studies.
